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ABSTRAK
Penelitian ini bertujuan untuk mengetahui pengaruh Corporate
Social Responsibility perception terhadap persepsi price fairness,
personal satisfaction serta niat beli, complaint intention dan switching
intention. Sampel dalam penelitian ini adalah Mahasiswa Universitas
Katolik Widya Mandala Surabaya Jurusan Manajemen Konsentrasi
Manajemen Ritel. Teknik pengambilan sampel yang digunakan adalah
purposive sampling. Jumlah responden dalam ini berjumlah 120
responden. Teknik analisis yang digunakan dalam penelitian ini adalah
Structural Equation Modeling (SEM) dengan menggunakan program
LISREL 8.70.
Hasil penelitian menunjukkan bahwa hipotesis 1 yaitu
corporate social responsibility perception berpengaruh signifikan
terhadap  persepsi price fairness. Hipotesis 2 yaitu corporate social
responsibility perception tidak berpengaruh signifikan terhadap personal
satisfaction. Hipotesis 3 yaitu persepsi price fairness tidak berpengaruh
signifikan terhadap niat beli. Hipotesis 4 yaitu persepsi price fairness
berpengaruh signifikan terhadap complaint intention. Hipotesis 5 yaitu
persepsi price fairness berpengaruh signifikan terhadap switching
intention. Hipotesis 6 yaitu personal satisfaction berpengaruh signifikan
terhadap niat beli. Hipotesis 7 personal satisfaction tidak berpengaruh
signifikan terhadap complaint intention. Hipotesis 8 yaitu personal
satisfaction tidak berpengaruh signifikan terhadap switching intention.
Kata Kunci: Corporate Social Responsibility perception, persepsi price




Effect of Corporate Social Responsibility Perception Toward Price
Fairness Perception, Personal Satisfaction with Purchase intention,
Complaint Intention and Switching intention
This study aims to determine the effect of Corporate Social
Responsibility perception toward price fairness perception, personal
satisfaction with purchase intention, complaint intention and switching
intention. The sample in this study were students Widya Mandala
Catholic University Surabaya in Department of Management Retail
Concentration. The sampling technique used was purposive sampling.
The number of respondents in this study is 120 respondents. Analytical
techniques used in this study is Structural Equation Modeling (SEM)
using LISREL 8.70 program.
The results show that the hypothesis 1 of a Corporate Social
Responsibility Perception significant effect on of price fairness
perceptions. Hypothesis 2 is Corporate Social Responsibility Perception
unsignificant effect on personal satisfaction. Hypothesis 3 that the price
fairness perceptions unsignificant effect on of purchase intention.
Hypothesis 4 is the perception of price fairness significant effect to the
complaint intention. Hypothesis 5 is a perception of price fairness
significant effect on switching intention. Hypothesis 6 is a personal
satisfaction significant effect to purchase intention. Hypothesis 7 is a
personal satisfaction unsignificant effect on complaint intention,
hypothesis 8 is a personal satisfaction unsignificant effect on switching
intention.
Keywords: Corporate Social Responsibility perception, price fairness
perception, personal satisfaction, purchase intention, complaint
intention, switching intention
